Safe Harbor 


During the course of this meeting, members of Hasbro management may make 
forward-looking statements concerning management's expectations, goals, 
objectives and similar matters, which are subject to risks and uncertainties. These 
forward-looking statements include expectations concerning the Company's future 
products and financial performance, including expectations for 2011, future 
entertainment releases, as well as the Company's medium-term objectives. There 
are many factors that could cause actual results and experience to differ materially 
from the anticipated results or other expectations expressed in a forward-looking 
statement, including consumer and retailer interest in and acceptance of our 
products and product lines, changes in marketing and business strategies as well as 
future global economic conditions. Some of those factors are set forth in the 
Company's Annual Reports on Form 10-K, in the Company's Quarterly Reports on 
Form 10-Q, in the Company's Current Reports on Form 8-K and in the Company's 
other public disclosures. All attendees should review such factors together with any 
forward-looking statements made at this meeting. The Company undertakes no 
obligation to make any revisions to the forward-looking statements contained in this 
presentation or made during this meeting to update them to reflect events or 
circumstances occuring after the date of this meeting. 
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becoming a Branded 
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Our Mission Today 


What it means to be a branded play company 
& the value we are creating for shareholders 
+ Brand re-imagination, re-invention, re-ignition 
* Relentless product innovation 
+ Brand extension beyond toys & games 
+ Creating immersive entertainment experiences 
* Driving play across digital platforms 
* Retail reinvention & strategic leadership 


Financial performance & answers to your most popular questions 
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Product Innovation H Duncan Billing 
Lifestyle Licensing Simon Waters 


Entertainment: Motion Pictures Bennett Schneir 
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Top Questions | David Hargreaves 


Questions & Answers 
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Immersive Brand Experiences 


. Focused on providing 
brea Immersive Brand 
Experiences 
[ to consumers of all ages in 


any form and format, where 
and when they want it. 


Hasbro’s Strategic Blueprint 


Strategic Retail Partnerships: Bringing the Blueprint to Life at Retail 
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Product 
Innovation 


Bg Global 
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rer Re-Invent + Mature 
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Entertainment 
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Hasbro Inc. Net Revenues 2005-2009 in uss mitions) 


2005 2006 2007 2008 2009 


Revenues have grown nearly $1 billion 
since 2005, reflecting a CAGR of 6% 


Revenues have grown more than 32% since 2005 
Fifth consecutive year of revenue growth 


Earnings Per Share 2005-2009 


Hasbro Inc. Fully Dilutive 
Earnings Per Share 


2006 2007 2008 2009 


Earnings Per Share have grown more than 
2.3 times, reflecting a CAGR in excess of 14% 


Hasbro has increased its earnings per share 
every year for the last 9 years 


Revenue and Earnings Growth Year-to-Date 


Net Revenues Net Earnings 
{$ millions) ($ millions) 
- $300 
tans $2,723 $257 
$2,720 bad 
$2,715 $200 4 $209 
$2,710 
$2,705 $150 
$2,700 - — 
$2,695 = $100 
$2,690 - 
$2,685 $50 
$2.680 
$2,675 1 oF T 7 


Through Q3-2010; As Reported EPS. 


Core Brand Strategy is Working 


Our Global Core Brands Represent 


a 


Medium-Term Objectives 


Revenue growth CAGR 5% 
or better over time 


Operating margin improvement 


er than 15% 


Generate cash 


2011 & Beyond: Continue to Execute 


F Re-imagine 
oe Re-invent 
Core Brand S$ > Re-ignite 


~ 7 Entertainment, 
Create Immersive Movies, TV, Web, 


Brand Experiences Toy & Game, Digital 


Retail, Strategic Licensing 
Partners, Discovery, 
Studio Partners 


Be everywhere consumers are and are going - 
when and where they want to be. 


Trans-Media: Kids 8-18 “Bend” Time! 


10:45 Total 
25 


7:38 Total 


BB Music 


Bh Wideoo 


Media Use 


Population Trends on Our Side 
Global Population of Kids 0-14 


1,880 > 
1,860 7 


1,840 4 
1,820 7 
1,800 + 
1,780 + 
1,760 4 
1,740 4 
1,720 


1,700 
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 


Millions 


Our Competitive Universe 


3 of top 10 Toy/Game Companies are Entertainment Companies 


2009 Traditional Toys/Games (US) 


Retail Sales 


Media-Backed Properties Drive Sales 


Total Toy Business, declined -$1.5B since ‘04 
Entertainment-Based Toys & Games, up +$1.3B since '04 


+1.3 Billion (3875) 


Entertainment air) 
15% fo 
Entertainment Toy sales +3876 


Non-Entertainment Toy Sales ~ 14% 


Non-Entertainment 


857, 78% 


Non-Entertainment 


Media-Backed Toys Enjoy a 
Significant & Increasing Price Premium 


®Non-Entertainment ™ Entertainment 


$8.80 


Annual 2004 Annual 2009 


Average Retail Prices (Traditional Toys/Games) 


Hasbro-Owned Brands with Entertainment 


Hasbro Portfolio - Entertainment vs. Standard 


2006 2009 


Consumer Experience of Brands 
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Retail: A Powerful Element in Building 
Immersive Experiences 


Perspective 


The most watched TV event of all tir 
10 Super Bowl with 106 million viewe 


Every week twice as many p 
through one mdjor retail 


ple walk 
nain 


Retail’s Growing Importance 


+ Shopper frequency is on the rise 
— Retailers are adding more 
consumable products to their mix 
* Groceries 
* Staples 


* National Retail Federation is predicting 
overall holiday spending to increase 
by 2.3% 


Hasbro’s Branded Play Strategy: Retail 


Re-Imagine Retail 
Experience 


Re-Invent 
Re-Ignite 


Retail Experiences are Key! 


Industry of all consumer Hasbro 
shoppers know 


S2/o ae Ale 


Hasbro’s Strategic Advantage 


waimart>: @) TE ae 


Strategic Retail Partnershins. —— 
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Hasbro’s Branded Play Strategy: Retail 


* The largest “network" in the world is retail 
*More consumers experience brands 
in stores than anywhere else 
*Children's favorite brands come to 
life at retail 


+ Hasbro's toy & game DNA represents 
a major strategic advantage 


* Building our strategic skills 
Customer Strategic Marketing Teams 


¢Retail experiences 


*Retail partnerships 
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Hasbro’s Strategic Blueprint 
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Immersive 
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Strategic Retail Partnerships 
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Brand Re-Invention: 
Littlest Pet Shop 


Littlest Pet Shop 1994 Regions 
US/Canada “Europe MAP MLA 
Littlest Pet Shop Average Sales 67, 3% 


Littlest Pet Shop 2009 Regions 


‘us/Canada MEUope MAP MLA Other 


3747 4% 


45% 
First run “Second run 44% 
First Run: 1992-1997 (6 years) 


Quiet Years: 1998-2003 (6 years) 
Second Run: 2004-2009 (6 years) 


- Brand Re-Invention: 
NEP NERF 


Nerf 1996 Regions 


0.2%. 
| _2% US/Canada 


Nerf Average Sales 


Europe 


Asia Pacific 


Latin America 


Other 


Nerf 2009 Regions 


47.3% 3% 
8% US/Canada 


WEvrope 
Asia Pacific 


Latin America 
“Other 


41991-2003 2004-2009 


Brand Re-Invention: 
Ties Transformers 


Transformers 1986 Regions 


6% 


wus/Canada 
Europe 

 Asio Pacific 
Latin America 
Other 


Transformers Average Sales 


Transformers 2009 Regions 


47, 8% 
US/Canada 

“Europe 

W Asia Pacific 

Latin America 


Other 


1985-2006 2007-2009 
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Strategic Retail Partnerships 


Re-Imagining Retail _ 


New experiences drive full-store mobilization 
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Motion Picture Online | 


TV, US & Int'l 


Strategic Retail Partnerships 


where great things come together 
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Hasbro’s Strategic Blueprint 
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Product 
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Global 
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Strategic Retail Partnerships — 


New Brand Franchises 


Financial Perspective: 
Becoming a Branded Play Company 


2009 Actuals 2015 Projection 
sn —11% 
96% 89% i 
Revenues Operating i Revenues Operating 


Profit Profit 


WE &LMToy & Game 


@E&LMToy & Game 


The Blueprint is in Place 


* Transition to branded play 
company is underway 


Unlocking the potential of 
our brands 


Delivering the products 
consumers want, where and 
when they want them 


* Driving our brands and those 
of our strategic partners at 
retail 


Strategic Retail Partnerships 


Achieving growth goals while 
still investing in our business 


es | 


Consumers Are In Charge 


We are tapping into consumers like never before 
through extensive global consumer research, 
and responding to how audiences consume media 
and brands today, all around the world. 


Media Exposure: By Platform 


Time 8 to18-year-olds Spend with Each Medium in a Typical Day 
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Source: Waker Family Foundation. Generation Mf: Medion the Uver of ®-to 1B-Year Olok. 2010. 


Hyper-Connected Consumers 
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Strategic Retail Partnerships 


Total Brand Management 
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New TV Series 
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Digital Gaming 
| Video Games @ 

| ACIVision. 3 

| NINTENDO QDS B\\ \ 


Mobile Gaming 
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mobile 


slobal Fan Engagement x 
Shanghai, China . 
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~ Global Licensing Powerhouse 
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$75MM $1B+ Global Entertainment 
US Toy Brand Franchise 


Hasbro Girls Brands 
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Littlest Pet Shop DNA 
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Games Make Life Richer 
Through Face-to-Face Play 
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Promotions Roclal Media Integrated Marketing 


Connecting with NERF NATION — Building a leading 
sports action brand for the 8-16 year-old through 
focused marketing innovation... 


+ Win around the world + Win with breakthrough * Drive Nerf social media 


+ Win with new categories Gaverising * Build promotions to 
* Partner with music drive Nerf Nation! 


+ Win with event launches 
brands 


4-10-11 


5 SEX com for 


09.09.09 09.09.10 | 09.10.11 


Audio C 
J » Only. 


...fo the UK 


FOREVERe 
és 


Building NERF NATION via Social Media 


YouTube 


Watch & share 


é 
ee 
Nerf video i> 
content with 6 


community 


Join the Nerf 

Nation fan page 

and connect with 
other fans 


Sign up to receive 
real-time Nerf 
updates/blogs, texts- 
social networking 


= Destination for 


ee Nerf info, promos, 


7 Ej | ‘ news & events 
ld 
\ 


ee Cer 4 myspace’ 
> a place for friends 


Leverage FTSK fans to 
a build buzz (social 
portal/world’s largest 
music community) 


Create retail-specific 
promos within social 
media world for Nerf 


* 2010 Battle of the 
Ads promotion 


¢ User-generated Nerf 
commercial contest 
allowing Nerf Nation 
to share their videos! 


* Nerf Nation submits 
their videos for a 
chance to have 
their commercial air 
in primetime TV and 
to win $10,000 


#\1500 ads submitted 
fo date! 


¢ 4.2MM page views! 


2011 Priorities 
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Sesame Street...Coming Fall 2011! 


* Amazing Portfolio of Characters 
+ Trusted by Parents 

+ Loved by Girls and Boys 

+ Interactivity and Learning 


+ Year-Round Business Bp 


A Golden Opportunity... 
in over 140 countries 


‘Brazd 2007 


‘SOM Ales 1938 Austra 29114 


* Launched in 22 countries in 2010 
* Will be in 44 total countries by 2011 


* 15 million Beyblades tops so 


din 2010 


Beybladebattles’com 


* 30-35% Online Code 
Redemption Rate 


* 1.5 Million battles at 
Beybladebattles.com 


* 750+ unique users since launch 


23 minutes average visit 
ZL 
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SUMMER PAPER & DIGITAL LAUNCH 


ste Paki: 
MAGIC 2012 5; 


P rgestiran 


E-MAGIC 2012 & 


= 


E-MAGIC 2012 § 


Innovation Drives Success 


Parents. 


Best Toys 2010 


STBATILESE!? 


Global Word Games 


A Global Brand Franchise ESHOP 


Digital Expressions is Av 


World-Class we 


Advertising 


Social Media 
Cwitter 


Integrated 
Media 


Top Partners 


Best Year Ever 


90% 


of Hasbro sales in the 
foreseeable future is 
expected to come from 
our Toy and Game business 


Global Development Organization 


Gdo 


Big Global 
Ideas Growth 


Innovation Strategic Objective 


Achieve 
Consistent and 
Sustainable 
INCREMENTAL 
Sales and 
Profit Growth 
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Our Consumers 


Preschool Boys Girls 


18® 
Geo 


Tweens & Teens Family Adult 
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Radical Innovation 


New Brands 


Hasbro unveils device that promises 3-D on iPod 


Hasbro markets to iPhone and iPod Touch users with new handheld device that promises 3D 


Pret 


aa oc 


ey Ema 


Aree Uerocerio, AP Rasta Wier, On Monday November B. 2010, 3:18 gm 


NEW YORK (AP) — Hasbro Inc. is betting that (Pod and iPhone 
users want 3-D viewing on the go. 


‘The nation's second-largest toy maker is set to unveil to investors 
on Tuesday a handheld device called My3D that ataches to the 
two Apple inc. devices. It promises three-dimensional content that 
offers 3 360-degree experience in gaming, virtual travel 
‘experiences and entertainment content. I's aimed at both chitéren 
and adults. 


‘The device, which resembles a pair of binoculars with a siot in 
which users insert their iPod or iPhone, will be priced at $30. M wil 
be available starting next spring at stores where Apple's iPhones 
‘and (Pod Touches are available. 
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Ages & Stages 


Infant/Toddler Young Girls Older Girls Young Boys Older Boys Family / Adult 
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HOLLYWOOD HIT MAKERS 


DIRECTOR: 
Michael Bay 


EXECUTIVE PRODUCER: 
Steven Spielberg 


PRODUCER: 
Lorenzo di Bonaventura 
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-STUDDED CAST 


SHIA LABEOUF 
Returning as SAM WITWICKY 


STAR-STUDDED CAST 


JOSH DUHAMEL 
Returning as MAJOR LENNOX 


JOHN TURTURRO 
Returning as SIMMONS 


TYRESE GIBSON 
Returning as SERGEANT EPPS 


STAR-STUDDED CAST 


KEVIN DUNN 
Returning as RON WITWICKY 


JULIE WHITE 
Returning as JUDY WITWICKY 


STAR-STUDDED CAST 


OPTIMUS PRIME 
Returning as OPTIMUS PRIME 


BUMBLEBEE 
Returning as BUMBLEBEE 


STAR-STUDDED CAST 


FRANCES McDORMAND 


PATRICK DEMPSEY 


JOHN MALKOVICH 


STAR-STUDDED CAST 


And Introducing... 


ROSIE HUNTINGTON WHITELEY 
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FRIDAY NIGHT LIGHTS 


Director Peter Berg 


® 1293 a y= “ROLLING STONE’S —~ 
“ ja 2009HOT LIST? 


—“.- / I 


@®SGBdH HHH HHH GH © 


ALEXANDER Shoete 
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BROOKLYN DECKER 
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LIAM NEESON 
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JESSE PLEMENS & JOHN TUI 


TADANOBU ASANO 


* Tadanobu Asano, one of Japan's biggest movie stars, joins the cast as 
Captain Yugi Nagata 


© © © © © © © © 
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Marketing Campaign 


release of the film as a motion picture & 


Producer Michael Bay 
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JRANST PRIMERS 


2013 and beyond... 
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Producer JJ Abrams 


STAR uN 


SONY 


PICTURES 


Producers 


Will Smith, James Lassiter - Overbrook Entertainment 
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Director Ridley Scott 


Dire ctor Gore Verbinski 
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Hasbro Studios: What We Are All About 
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2010 Shows: What’s Next 


Continuing to roll out 
new and compelling 
programming post-launch: 


mini. event to launch 


on November 26 


STUDIOS 
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Transformers Prime five-day 
mini. event to launch 
on November 26 
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2010 Shows: What’s Next 


Continuing to roll out 
new and compelling 
programming post-launch: 


mini. event to launch 


on November 26 
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STUDIOS 


2010 Shows: What’s Next 


Continuing to roll out 
new and compelling 
programming post-launch: 


Transformers Prime five-day 
mini-series event to launch 
on November 26 


G.I. Joe Renegades to laun 


on November 26 


Taylor Swift: "Journey to Fearless 
HubWorld premiered on 
November 5 


International Distribution 


* 200+ potential new markets worldwide 


* Shows expected to air in various international 
markets in Q3 2011 


* Pursuing international co-productions where it 
makes creative and financial sense 


+ Developing local production opportunities, 
especially around game show formats 


STUDIOS 
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International Update: Immediate Priorities 


Europe 


Asia Pacific 

* France * China 

* Germany * Japan 

* Scandinavia « Austrolla 

* Spain 

* UK P 

+ Italy Middle East 
Africa 

Latin America 

* Mexico 

* Brazil 

+ Peru 


* Argentina x 4 


What’s In Store: 2011 & Beyond 


Stay \ 


\ Tuned! / 
Great Story Telling - Great Shows 


mpactful Global Marketi 


STUDIOS 


Digital Media and Gaming Mission 


Define, Develop and Deliver Superior 
Entertaining Digital Experiences that Promote 
our Brands to Consumers Worldwide 


More 
Brands Play 
Anywhere! 


More More Play 


Plalforms Markets Anytime! 


Launch Content 


video show pages _ 
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Highlights to Date: 2008 — Today 


Highlights to Date: 2008 —- Today 


Highlights to Date: 2008 — Today 


vanizeex-g LIFE 
MONOPOLY 
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Highlights to Date: 2008 — Today 


ScRABBIC Trivial Pursuit 
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Highlights to Date: 2008 — Today 


ScRABBIC Trivial Pursuit 
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Digital Gaming: The First Two Years 


Packaged Goods 


Littlest PetShop | Monopoly Pictureka 
Nerf Trivial Pursuit Operation 
G1. Joe Scrabble 
Transformers Family Game Night 

Media 

Littlest Pet Shop Trivial Pursuit Cranium 

G1. Joe Scrabble Battleship 

Transformers Yahztee Bogg 

Risk Game of Life Connect Four 


Monopoly Clue 


Online 


Littlest Pet Shop Clue Pictureka 
Risk Battleship Conne 
Scrabble Game of Life Sorry 
Monopoly Operation 
Yahtzee Trivial Pursuit 


Four 


Industry Evolution 


Before 
Console dominates 
Tightly controlled distribution 


Single business model with stable pricing 


Play at home 


Now 
Platform fragmentation 
Multiple distribution points 


Multiple business model 


Play anytime, anywhere 


Smart Phones 
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Online 
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Social Network Gaming Hits the Mass Market 


App Leaderboard 


Name 
& Farmvitie 

Phrases 

1. MA Texas Holdem Poker 

® Frontierviiie 

@ couses 

{E) atin Wars Game 

© Cote World - the Restaurant Game 
+ @ avis Planer 

.Y Are YOU interented? 

10. WHearts 

1h Give Hears 

12, B treasure isle 

12, B Friend Facts 


s4asn.gn 
14.a26.006 


ty 
17. & Mindsoit Games 

9. wejeweieg wuntz 
& Windows Live Messenger 


Massive User Base 
Success Breeds Success 
Familiar Themes 

Easy to Learn 

No Brands ... Yet 


Brand Evolution: Two Examples 
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Looking Ahead 
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Summary 


Digital medium is key component of Hasbro's strategy 
to build immersive brand experiences 


Our brands resonate strongly in console, 


mobile & online gaming 


Depth of brands and depth of platforms 


Accelerating our path to entertain consumers 
anytime and anywhere 


Executing the Strategy Globally 


Organizational Evolution 


2001 | Core Brand Strategy 


= 


2002 | Entertainment Initiatives 


T 
2005-2006 | “Brand Management Process” 


' 
2008 CMO and Global Brand Leaders 


+ 


2009 | Established Hasbro Studios & Hub Network 


2010 Created Entertainment & Licensing Segment 


Executing the Strategy Globally 


New Businesses = New Talent 


bk biel 
Brian Goldner 10 Steve Davis | i 
John Frascotti 13 (Margaret Loesch) 1 
Duncan Billing 129 Mark Blecher | 7 
Simon Waters 0.5 David Hargreaves | 28 
Bennett Schneir 2 Deb Thomas 112 


Executing the Strategy Globally 
Every Country, Every Region 


Organizational Design 


| Redefine Role of Country Heads 
& Management Teams 


H.R. Programs 
(Recruitment/Training/Rewards) 


Budgets, Business Reviews 
& Management Information 


Executing the Strategy Globally 
Every Country, Every Region 


Licensees 


TV Networks 


Digital Gaming 


Studios/Distributors 


Executing The Strategy At Retail 


Walmart >!<. TESCO ftuchan 


Save money. Live better. a 


DiS) wmysfvs Argos 


here god ties stort 


Carrefour B|GW PBYIOS 


Executing the Strategy at Retail 


Brand Execution Across The Stores 
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Executing the Strategy at Retail 


Hasbro’s Strategic Blueprint 


Strategic Retail Partnerships: Bringing the Blueprint to Life at Retail 


Toy & Game 
Product 
Innovation 


Bg Global 

e-Imagine a Markets 

rer Re-Invent + Mature 
Re-Ignite * Developing 


+ Emerging 


Immersive 
Entertainment 
Experiences 
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Radical Innovation 
New B 


THE RIs]= OF COBRA 


= 
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MONOPO 


Hasbro Studios 


i 


* Hasbro Studios, a 100% owned 
= TV production studio, making 
: programming based on Hasbro's 


} brands 

: Currently producing 329 half-hours : Pyr= I 
$ of programming forlaunch onThe : |. IN bt te 
= Hub and in international markets = 

= Programming launched on Hub 


Network 10-10-10 and will be sold 
internationally, airing in major 


am. H 
| H 
t > + markets beginning Q3 2011 q CLUE 


Licensing Partners 


i'm lovin’ it 


. Mead Fruit-z, Loom 


AMERICAN Q cect HarperCollins 


ee! es 
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INTERNATIONAL Max A 


i Franco manufacturing company, inc Bp 


ution at Retail 


Spain China China 


Questions 


2010 and 2011 Outlook 


Emerging Markets 


2011 Television Initiatives 


Looking Beyond 201 1 
Medium- Term Financial Objectives 


Question 


\ ag | 
ba 


2010 Outlook 


“We continue to believe we should be able to 
grow revenues and earnings per share for the full 
year 2010, including the dilution from our 
television investments and barring a further 
decline in consumer spending, global economic 
conditions or foreign exchange.” eee, 


=) 


2011 Outlook 


“We believe we should be able to grow 
revenues and earnings per share in 2011 
barring a decline in global economic conditions, 
consumer spending or foreign exchange.” 


Modeling the Year 


5-Year Average as a Percentage 
of Revenue 2005-2009 


Royalties Major movie years: 


2007 - 8.3% 


2009 - 8.1% 
Selling, Distribution & 
Administrative 


Cost of Sales & Royalties 


55.0% 5 


50.0% 


45.0% 

Royalties 
40.0% > @ Cost of Sales 
35.0% 5 
30.0% 


2005 2006 2007 200! 2009 4 


Modeling the Year 


5-Year Average as a Percentage 


of Revenue 2005-2009 Notes 
Product Development y 
Royalties 7.5% Major movie years: 
2007 — 8.3% 


2009 — 8.1% 


dir j 


Selling, Distribution & 20.2% Targeting <20% 
Administrative 


Expected Amortization 


___ Amortization by Year 


2009 


2010E 51,000 

2012E 48,000 
a 

2014E 50,000 


2010 versus 2009: Intangible assets associated with the Wizards 
of the Coast and Larami acquisitions have been fully amortized. 


“Exclusive of program production amortization 


Tax Rate 


Underlying Tax Rate 


The 2011 Consumer 


+ Outlook for 2011 much 
like 2010 


* Recovery continues slowly 
and varies by market 


— Emerging markets generally 
faring better 

- Europe continues to have a few trouble spots 
(Spain, Greece, Ireland) 


* Value continues to be important to the consumer 
— Combination of price and superior experience 


2011 Revenue Drivers 


_ 
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Question 


Historical Exchange Rates 


Average Revenue FX Translation Rates 


9 Months Ended 
Full Year 2008 Full Year 2009 Sept. 2010 


Euro | 44 | 43 | 32 
British Pound 1.80 1.59 1.54 


Canadian 
Dollar 


0.920 0.898 0,962 


Hasbro Revenues by Underlying Currency 


Representative Revenue by Currency 


Other 


British 
Pound 
Mexican 
Peso 
Canadian 
Dollar 


Australian 
Dollar 


Hasbro’s Emerging Market Initiatives 


~ 


*9 new offices since 2007 
*More than 300 employees 


+*Mega brands and key licenses 
driving growth 


Impact/Results to Date 


Dilution by Quarter 


= 
| 
| Is 


2009 N/A $0.06 $0.03 $0.03 $0.12 


JV Network contribution to Hasbro, Inc. — 


2009 N/A $1.0M $1.5M $1.4M $3.9M 


2011 Swing Factors 


Net Revenues 


Program Production 
Amortization 


Other (Income) 
Expense, Net 


* Incremental Toy/Game/ 
Licensed Merchandise 
Sales 


Sale of programs to 
The Hub domestically 
and multiple partners 
Internationally 


* Programming to be 
amortized over the 
revenue curve of the 
property; Spending can 
ramp to $80-$100M 
annually 


* Hasbro's 50% share of 
The Hub’s earnings 


O11 


> 


Product ships for shows 
‘on air Fall 2011—limited 
product Fall 2010 and 
Spring 2011 

Full-year program sales 
to The Hub and 
International markets 


Full year of program 
delivery 


International distribution 
added 


Incremental marketing 
spend at The Hub 
declines 

Expected return to 


profitability 
in 2011 


Program Production Amortization 


* Cash spend on average 
$80-$100M per year. Prior Program Amortization Expense by Year 


to program distribution, 
investment is reflected on the 
balance sheet in other assets 


Reflects amortization of multiple 

years of programming spend 

+ 2010 cash investment 
expected to be less than 
$80M ($31M in first three 
quarters 2010) 


y given year, on average, 
Programming cast will have 
expensed by year number 4 


* 2010 program amortization > 
estimated to be $15-$20M 2010 = 2011 2012-2013 2014 2015 =» 


Question 


Part 1: | 


2010 Cost of Goods Sold 


As a % of Revenue 
Revenue | 00% 


Gross Margin 58% 


Resins 6.1% Factory Overhead 5.3% 


rignivmnpor Coss] 1.9% | 
All Other 4.5% Tooling 1.5% 


Total 22.0% Total 20% 


Input Cost Trends 


2010 vs. 2009 


Weighted Average 


Supply Chain Issues 


* 2010 Shipping Container Shortages 


— Secured appropriate shipping capacity 
to avoid any impact to our supply chain 
this holiday season 


— Worked closely with retailers to ensure 
they have the products consumers want 
on the shelves for the holidays 


— Positioned to meet demand with a 
good supply of high quality, safe toys this 
holiday season 


™ —' 


Far East Sourcing 
Level Loading 


5 Years Ago 


Fixed OVH 


Strong Operating Cash Flow 


Historical Operating Cash Flow 
700 


2005 2006 2007 2008 2009 


Invest in Our Business 


Innovation 


Toys, Games, 
Immersive 
eriences 


Imagine, Invent, 


Ignite 


Emerging 
Markets 


Establishing New 
Offices 


Growing presence 
in existing 


Television 
Programming 
Investments 


2011 — Expected to 
be $80-$100M 


Return Cash to Shareholders 


800 
WM Buyback Dividend 2005 Through Q3 10 
700 Buyback $2.2B 
Dividend $0.68 
600 Total $2.88 
500 
é 
© 400 
= 
3S 300 
200 
100 
() 
2006 2008 YTD 2010 
As of Q3 10, $157.5 Million remains in the Company's current share ~) 


fepurchase authorization 


Debt 


Long-Term Debt 


09/15/2017 6.30% $350M 


03/15/2040 6.35% $500M 


In the first half of 2010, $250M of convertible bonds 
converted, resulting in the issuance of 11.6M of 
Hasbro shares. 


Historical D&A and Capital Spending 


Historical D&A and Capital Spending 


WW Amortization 


250 + @ Depreciation 
@ Capital Spending 
200 + 
2 
2 150 + 
= 
or 
100 
ci LJ LU 
0: 
2005 2006 2007 2008 2009 9Mos, 


2010 4 


Question 


Building Business for the Long Term 


Toy & Game Product 
Innovation 


Immersive 
Entertainment 
Experiences 


Long-Term Strategic 
Partnerships 


Global Expansion 


_—— —_————_— 


* Investment in product development & innovation 


New initiatives, new technologies 


Movies: Battleship, G.I. Joe 2, Ouija. Stretch 
Armstrong. Candyland, Monopoly, Clue, Risk. 
Micronauts 

Television: The Hub and International distribution 


Lucasfilm: Star Wars Saga will be converted to 3D. 
Episode | expected to be released theatrically in 2012 
Marvel: The Avengers & with Sony Spiderman in 2012; 
Iron Man 3 announced for 2013 

Sesame Street 


Expand reach of existing products 
Grow in emerging markets 


Medium-Term Objectives 


Revenue growth CAGR 5% 
or better over time 


Operating margin imr 
to better than 15 


Generate cash in t! 
$50 


Net Revenues 2001-2009 


Hasbro Inc. Net Revenues 
(In US$ Millions) 
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Objective: 
CAGR 
5% or 
better 


over time 


Some years’ growth will be >5% and some 
years’ growth will be <5% 


Achieving Revenue Targets 


+ Investment in toy, + New categories 
game and immersive 


s : : * Entertainment & 
experience innovation 


Licensing 
* Global expansion — Movies 
— Emerging markets — Television - globally 
— Global expansion of — Lifestyle licensing 
brands — Digital gaming 
* Market share gains in + Retailer partnerships 
mature markets globally 


——— | 


Operating Profit Targets 


2 5 Historical Operating Profit 


16 | 15% 


10 + 
84 
64 
re! 
24 
07 T T T T T 7 T : 


2001 2002 2003 2004 2005 2006 2007 2008 2009 


Objective: Operating margin improvement to 


better than 15% 


Achieving Operating Margin Targets 


+ Entertainment-Driven Global Brands 
— Global marketing, development, tooling 


+ Expanding Entertainment & Licensing 
Revenue 


— High-margin revenue contribution 


+ Business Efficiencies & Cost Controls 
— SD&A cost leverage & process improvement 


™ — 


700 


Cash Generation Target 


Historical Operating Cash Flow 


2001 2002 2003 2004 2005 2006 2007 2008 2009 


Objective: Generate on average, $500M 
in operating cash flow 


In Summary: Hasbro Is... 


Successfully executing Hasbro's brand 
blueprint globally 


+ Investing in long-term opportunities 


+ Focusing on innovation in toys, games 
& immersive experiences 


+ Leveraging retail globally 


* Financially strong and achieving its 
financial objectives 
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